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PROPOSED AMENDMENT 



12. A computer-implemented on-line advertising method, the method con prising the steps 



maintaining advertisement data of a plurality of advertisements, at least one keyword 
related to each said advertisement and a category corresponding to each said i dvertisement, in an 
advertisement database; 

determining a content category for an on-line content provided to a us ::r terminal through 
a communication network via a content classifying system utilizing a predetermined 
classification algorithm; 

maintaining a content identifier and said content category associated v ith said on-line 
content in a content database, the content identifier identifying said on-line cc mtent; 

maintaining in a keyword database a keyword, a similar keyword relai cd thereto and an 
expansion keyword related to the keyword, wherein the similar keyword bein;; a keyword having 
a similar meaning to the meaning of said keyword and the expansion keyword representing an 
upper concept or a lower concept of the keyword; 

storing at least one of said databases in a memory; 

searching the advertisement database for advertisement data corresponding to the 
category associated with the on-line content to be displayed to a user; 



PAGE 2/7 * RCVD AT 1/20/2010 2:27:56 PM [Eastern Standard Time] * SVR:USPTO-EFXRF-6/6 * DNIS:2704923 • CSID:3144801005 * DURATION (mm-ss):03^0 



of: 



1 



SLD-1558026-1 



01/20/2010 13:31 FAX 3144801005 



HUSCH BLACKWELL SANDERS 



@]003/007 



selecting advertisement data among the searched advertisement data, \ ased on a 
predetermined criterion, by using at least one keyword related to the searched advertisement 
data; and 

controlling an advertisement associated with the selected advertisemei X data to be 
displayed on the user terminal in association with the content, where said step> of determining a 
content category, searching the advertisement database, selecting advertisement data and 
controlling an advertisement is performed by a processor, 

wherein the step of selecting advertisement data comprises the steps o : : 

searching the on-line content to be displayed to the user for the at least one 
keyword related to the searched advertisement data; 

inspecting at least one selected from a group consisting of a nu inber of the 
searched keywords in the on-line content, positions of the searched ke ywords on the on- 
line content and a font style of the searched keywords; 

computing [[an]] a first exposure point for the search advertise client data based on 
a result of said inspection for the searched keywords; 

computing a second exposure point for the search advertisemei: t data by using at 
least one of three factors comprising a number of the searched similar keywords in the 
content, positions of the searched similar keywords in the content and ; i font style of the 
searched expansion keywords; 

computing a third exposure point for the search advertisement lata by using at 
least one of three factors comprising a number of the searched expansion keywords in the 
content, positions of the searched expansion keywords in the content £ ad a font style of 
the searched expansion keywords; and 

selecting advertisement data from the searched advertisement data based on the 
first, second and third exposure points [[point]]. 
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REMARKS 

CLAIM REJECTION UNDER 35 U.S.C. § 103(A) 

(1) The Office Action states that claims 1-16 and 18 are rejected under 35 U.S C. § 103(a) as 
being unpatentable over U.S. Patent Pub. No. 2004/0059708 issued to Dean e al. (hereinafter 
"Dean") in view of U.S. Patent No. 6,778,975 issued to Anick et al. (hereinafter "Anick"). 
Claim 12 : 

(1) Claim 12, as amended, recite (among other things) that (1) mdntaining a c atabase for 
contextual ads 1 , the database containing at least one keyword and a category t corresponding to 
each said contextual ads (categorize the contextual ads); (2) determining a c mtent category for 
a target page (on-line content) (categorize the target page); (3) maintaining a keyword database 
containing a keyword, a similar keyword related thereto and an expansion kej word related to the 
keyword; and (4) selecting ads corresponding to the searched target page (maiching step). The 
claimed matching step is a two-step matching which includes comparing the c ategories of the 
contextual ads and the target page and use of exposure point. 

(2) The claimed invention as amended herein further recites the detailed step of computing the 
exposure point including the steps of: computing a first exposure point for the search 
advertisement data based on a result of said inspection for the searched keywords; computing a 
second exposure point for the search advertisement data by using at least one ;>f three factors 
comprising a number of the searched similar keywords in the content, positions of the searched 
similar keywords in the content and a font style of the searched expansion keywords; 
computing a third exposure point for the search advertisement data by using aij least one of three 
factors comprising a number of the searched expansion keywords in the content, positions of the 
searched expansion keywords in the content and a font style of the searched expansion 
keywords; and selecting advertisement data from the searched advertisement lata based on the 
first, second and third exposure points. 

(3) In reference to Fig. 4 of Dean, reproduced for the Examiner's convenience, and para. [0043] - 
para. [0048], Dean is also directed to a method and system of providing cor textual advertising. 
Dean discloses a method of identifying targeting information for an advertisement (410), 

1 The contextual advertising is a form of targeted advertising for advertisements appearing or webpages. A 
contextual advertising system generally scans the text of a website for keywords and returns advertisements to the 
webpage based on what the user is viewing. j 
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analyzing the content of a target document to identify a list of one or more 1 opics for the target 
document (420), comparing the targeting information to the list of topics to determine if a match 
exists (430), and determining that the advertisement is relevant to the target 0* 40). 
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Storing ads 
information in a 
database (240) 


[0027] Ad entry and management component 210 is the component by which the 
advertiser enters information required for an advertising campaign and manages the 
campaign. An ad campaign contains one or more advertisements ihat are related in some 
manner. For example, the Ford Motor Company may have ar ad campaign for zero 
percent financing, which could contain a series of advertisemei ts related to that topic. 
Among the other things that could be provided by an advertise r through ad entry and 
management component 210 are the following: one or mor 1 advertising creatives 
(simply referred to as "ads" or "advertisements"), one or more sr. of keywords or topics 
associated with those creatives (which may be used as target :(g information for the 
ads), geographic targeting information, a value indication for lie advertisement, start 
date, end date, etc. The data required for, or obtained by, ad itntry and management 
component 210 resides in one of the databases 240. 


Maintaining a 
keyword database 


[0030] Databases 240 contain a variety of data used by advertising system 120. In 
addition to the information mentioned above in reference to ad entry and management 
system 210, databases 240 may contain statistical information at out what ads have been 
shown, how often they have been shown, the number of times t tey have been selected, 
who has selected those ads, how often display of the ad has led to consummation of a 
transaction, etc. Although the databases 240 are shown in FIC 2 as one unit, one of 
ordinary skill in the art will recognize that multiple databases may be employed for 
gathering and storing information used in advertising system 12C . 


identifying targeting 
information for an ad 
(410) 


[0043] The exemplary method is not hmited by the order shov n in the flow diagram. 
The process identifies targeting information for an advertise] lent. (Stage 410). The 
targeting information may he in the form of a list of keywords or phrases associated 
with the advertisement (e.g., "honda", "honda cars", "cars", etc.), as provided by 
advertiser 110 through ad campaign entry and management component 210. 
Alternatively, or in addition, the targeting information may be determined 
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algorithrnically, based on the content of the advertisement, the f oods or services being 
advertised, the targeting of other related advertisements, etc. For sample, if the content 
of the advertisement includes "Buy honda cars at the lowest p ices of the year!", the 
terms "honda" or "honda cars" may be extracted from that :ontent. The targeting 
information may also include other demographic informatior i , such as geographic 
location, affluence, etc. Thus, the targeting information is simply some information 
from which a topic may be derived. 


analyzing the 
content of a target 
document to identify 
a list of one or more 
topics for the target 
document (420) 


[0044] Next, the target document {i.e., the document corresponding to which a relevant 
advertisement is requested) is analyzed to identify a topic corn spending to that target 
document. (Stage 420). The target document may be stored on a iatabase 240 or may be 
provided by ad consumer 130 via ad consumer interface component 250. There are 
numerous ways in which the target document may be analyzed t;j identify this topic, as 
described below in reference to FIG. 5 and related text. 

[0047] One way to identify a topic corresponding to the target dc cument is by analyzing 
some or all text within the target document, which shall be illustrated in reference to 
FIG. 5. FIG. 5 shows a sample document, entitled "Travels in Itjaly", which contains a 
collection of travel-related information pertaining to Italy. The iocument text contains 
the term "restaurant" (appearing 20 times), "chianti" (appearing 10 times), and "the" 
(appearing 100 times). It could be determined that one or more of each term (word or 
phrase) that appears in die title of the target document corresponds to a topic of the 
target document. On this basis, the topics for this document :.iay be "travels", "in", 
and/or "italy." 

[0048] Alternatively, it could be determined that one or more ol each term that appears 
in the body of the target document corresponds to a topic of the [arget document, hi the 

cimnlpct r*acf> <f5*r*ln tprm u/itViifl thp> tSlT*OPt HrwnmPTlt wmilH hp iipnflflPfl J5 tfyt")1C A 

slightly more complex approach would be to identify a term as a topic if it appears in 
the target document more than N times, such as N=2 (and indeed such a threshold-based 
approach could be used whenever terms within text are being analyzed). Even more 
complex analysis could be performed, such as by using a term vector for the target 
document, which assigns weights to each term. For example, terms that appear 
frequently in the target document may be assigned a relatively h.gher weight than those 
that appear less frequently. And so the term "the" would havi: a higher weight than 
"restaurant", which would have a higher weight than "chianti". 


Matching (430/440) 


[0045] The targeting information identified in stage 410 is comp :tred to the one or more 
topics identified in stage 420 to determine if a match exists. ( Stage 430). A "match" 
need not be an exact match. Instead, a match is an indication of . relatively high degree 
of similarly, and/or a predetermined (e.g., absolute) degree ol similarity. If a match 
exists, the advertisement is determined to be relevant to the targt i document (stage 440) 
and may be provided to ad ordering component 270, for eventual provision to ad 
consumer 130 via ad consumer interface component 250. 



(4) First, Dean does not teach storing a keyword database containing a keywo;d, a similar 
keyword 2 related thereto and an expansion keyword 3 related to the keyword. 'While Dean 
discloses a database 240 for storing one or more keywords and a topic of the ids, it does not 
teach a separate keyword database containing a keyword, the similar keyworc and the expansion 
keyword. 



It has a similar meaning to the meaning of said keyword. 
3 It represents an upper concept or a lower concept of the keyword 
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(5) Dean teaches various methods of determining a topic of the target docunents. For example, 
the topic of the target document can be determined based on a predete -rmined number of 
appearances of terms in the title or body of the target document. 

Alternatively, more complex analysis could be performed, such as by using a erm vector for the 
target document, which assigns weights to each term. For example, terms that appear frequently 
in the target document may be assigned a relatively higher weight than those i hat appear less 
frequently. However, it does not teach the claimed method of computing the e xposure point by 
using the stored keyword, similar keyword and expansion keyword. The claimed method of 
computing the exposure point includes the steps of: computing a first exposur:; point for the 
search advertisement data based on a result of said inspection for the searchec keywords; 
computing a second exposure point for the search advertisement data by usinf at least one of 
three factors comprising a number of the searched similar keywords in the content, positions of 
the searched similar keywords in the content and a font style of the searched expansion 
keywords; computing a third exposure point for the search advertisement date by using at least 
one of three factors comprising a number of the searched expansion keywords in the content, 
positions of the searched expansion keywords in the content and a font style cf the searched 
expansion keywords; and selecting advertisement data from the searched advertisement data 
based on the first, second and third exposure points. 
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